For understanding the intention of tourists who visit Sanyi painting, this research applies the theory of planned behavior to study the tourists' intentions and opinions. The questionnaire was distributed and collected in front of the Sanyi Painting Ladder. The results indicate that the tourists' attitudes, subjective norms, and perceived behavioral control had positive effect on their intention respectively. Attitudes have the most significant impact on intention. The construct of attitudes and perceived behavior control have partial mediation effect on the subjective norms to the intention. According to semi-structure questions result, increasing painting areas and to repairing the picture could help with sustainable tourism development of the community.
Introduction
For promoting comprehensive community development, many communities have created painting spots through artistic creation in Taiwan. Sanyi township is in the southern part of Miaoli, a county located in the mountains of northwestern of Taiwan. Sanyi was certificated as cittaslow in 2016 and received lots of reputation in the world.
The painter used interactive composition skill to present different styles and interesting local landmark, which have also given a new vitality to the old street and the community in Sanyi. Meanwhile, they have attracted tourists successfully and made the mountain community become lively and energetic. Taiwanese people are so crazy that will rush for the queue, as well as painted village. Many painted villages in Taiwan are facing decline of tourists' number after the completion of paintings. Moreover, the color of the paintings often fades with time because of the environment.
The number of tourists visiting the Sanyi painting has also been declining. How to promote the village paintings has become an important issue to the Sanyi township and all the residents. Many scholars have pointed out that trying to understand the intentions of visit, as well as providing friendly and convenient services, can attract and maintain existing customers and develop potential ones. At the same time, it affects visitors' willingness to revisit or recommend the benefits to others (Brady & Cronin, 2001; Kim, Ferrin, & Rao, 2009 ).
The first stage, in order to raise peoples' community awareness, to regain people's sense of identity in their own communities, and to jointly improve the quality of community life, the government needs to encourage the residents to participate in comprehensive community development. The comprehensive community development emphasize the concept of cultivation and training to improve life quality and encourage more residents being concerned with their hometown through cultural life circuit in the second stage (Wang, 2016) .Ministry of Culture(2015) present the third stage (2016-2021) of community empowerment to establish cultural citizen society and to narrow the gap of cultural resource between urban and rural area. Many communities have begun the plan to promote comprehensive community development, and political support from the government has become an important thrust of community development in Taiwan. Scholars have indicated that the purpose of comprehensive community development is to promote and to improve local cultural environment of communities. Therefore, it is necessary to formulate and implement strategies according to the characteristics of communities themselves, such as improving the living environment of the communities, preserving local cultural or historical materials like monuments, or promoting community arts and cultural activities. Besides local township, it is also necessary for the residents and other organizations to participate in comprehensive community development (Chang, 2012; Chang, 2015; Chao, 2015; Chu, Tseng &Sheu, 2006; Hsieh, 2017; Wu, 2003) . The vitality of the community could be improved through the participation of the residents. In additional, the new image of township attracts tourists' visiting and creates business opportunity as well.
2.2Sanyi Painting
Sanyi is a typical mountain township and the majority are Hakka people. The residents depend mainly on wood carving for their livelihoods, so the community is a traditional rural settlement. Former township mayor Wen Ta Hsu worried that people are forgetting the prosperous situation of main street in downtown and Hakka people's multidimension culture. Therefore, he built the blueprint of community development project, including village painting and pursuing the support from the authority. Fortunately, Sanyi township got the subsidy and accomplished the 99-stage ladder painting and wall paintings which exhibit the Tung flower, leopard cat, railway culture, wood carving, Long-Teng bridge, and Hakka culture image of the community.
Theory of Planned Behavior
The theory of planned behavior indicated that determinant behavior is one's intention to engage in that behavior. The intention is determined by three constructs: attitudes toward the behavior, subjective norms, and perceived behavioral control (Ajzen, 1991) . As a general rule, the more favorable the attitudes and subjective norms, and the greater the perceived behavioral control, the stronger should be the person's intention to perform the concerned behavior (Ajzen, 2006) . In this research, the construct of "attitudes" is defined as assessing the cognition of the tourists about the feelings of visiting Sanyi painting, and "subjective norms" is defined as considering how the tourists' family, relatives, friends and others influence on their visits to village paintings locations. And "perceived behavioral control" is defined as evaluating how well the tourists have cognition of their ability to handle their time, energy, and transportation.
Methodology

Research Model and Hypotheses
In this study, exploring the tourists' behavior and intention, the framework is considered and built basically. According to the framework, seven hypotheses are listed as follows:
H1. Attitudes of the tourists have played a positive role in affecting the tourists' intention to visit Sanyi painting. H2. Subjective norms of the tourists have played a positive role in affecting the tourists' intention to visit Sanyi painting. H3. Perceived behavioral control of the tourists have played a positive role in affecting the tourists' intention to visit Sanyi painting. H4. Subjective norms of the tourists have played a positive role in affecting the tourists' attitudes. H5. Subjective norms of the tourists have played a positive role in affecting the tourists' perceived behavioral control. H6. Attitudes of the tourists have a mediation effect between tourists' subjective norms and the intention. H7. Perceived behavioral control of the tourists have a mediation effect between tourists' subjective norms and the intention.
Questionnaire Design
In this study, based on the relevant literature and suggestion from former township mayor Wen Ta Hsu, we tried to find multiple tourism dimensions. The data collected has content validity. Four constructs were contained in this questionnaire. In the construct of "Attitudes", nine items were designed based on four studies (Ajzen, 1991; Blackwell, Engel &Miniard, 2012; Chu, Tseng & Sheu, 2006; Hsu, Yeh & Lin, 2012) . In the construct of "Subjective norms", four items were designed based on the works done by some scholars (Ajzen, 1991; Hsieh, Huang & Hsu 2017; Lin & Hsieh, 2005; Schiffman &Kanuk, 2000) .Four items in the construct of "Perceived behavior control" were designed based on four studies (Ajzen, 1991; Hsieh, Huang &Hsu, 2017; Taylor & Todd, 1995; Wang, 2016) . Five items in the construct of "Intention" were designed based on the works by some scholars (Ajzen, 1991; Kuo, 2008; Zeithaml, Berry & Parasuraman, 1996) .The original questionnaire items apply the five-point Likert-type scale to indicate the tourists' agreement or disagreement with the items. The level of agreements in the Likert-type scale utilized responses from 1 to 5, where 1: Strongly Disagree; 2: Disagree; 3: Neither Agree nor Disagree; 4: Agree; 5: Strongly Agree. Meanwhile, the content of the questionnaire also included the source of the tourists, gender, age, marital status, education level, number of visits, and transportation method, to collect the demographic information. Additionally, in order to understand the tourists' experience of visiting the painting villages and their suggestions to the township, there were three semi-structure questions including "Your suggestion after explore Sanyi painting", "Have you visited other painting villages in Taiwan in addition to Sanyi painting" and "Where are you from". In assessing the reliability of the questionnaire, the Cronbach's alpha was checked. According to Nunnally (1978) , standard Cronbach's alpha should be greater than 0.5, with a coefficient alpha above 0.7 is preferred. Regarding to its satisfying internal consistency, in this study, the coefficient alpha of four construct were all above 0.8, showing that the questionnaires had high reliability.
3.3DataCollection
The acquisition of questionnaires was distributed to collect opinions of tourists who visited Sanyi painting, and altogether 226 tourists were recruited and finally 198 valid data were collected in this research.
Analysis and Discussion
Demographic Information
In this study, 198 valid data were collected finally. 40.9 percent of the respondents were male and 71.7% were above 25 years old. 51.5percent of the respondents were married and56.6%of the respondents' educational level have above college.57.6 percent responded that it was their first time visiting the Sanyi painting.62.6% tourists drive by themselves, and 5.6% with public transportation tools. Only 34.3 percent of tourists know Sanyi township is the slow city. Detailed statistics related to the respondents' characteristics were shown in Table 1 . 
4.2Factor Analysis and Reliability Analysis
According to Table 2 , it indicates that in this study, KMO values of attitudes, subjective norms, perceived behavioral control, and intention are respectively given by 0.911, 0.685, 0.758 and 0.824, each construct's KMO value is greater than0.6, and each construct's Bartlett's test of sphericity is significant, implying that the data are appropriate for factor analysis. The results of factor analysis for each construct were shown in Table 3 . All the items' factor loadings are greater than 0.5, with the percentage of variance respectively given by64.103%,75.413%,66.040%, 70.547%. No item should be deleted. To examine the reliability, all the values of Cronbach's alpha were greater than 0.7, implying a high degree of internal consistency. Related to attitudes, tourists express high interests in taking photos and that makes them happy. Related to subjective norms, the highest influencing factor is that "I accept my friend's recommendation". In addition, television news or program report and Internet discussion affect whether tourists want to visit the destination afterwards. Related to perceived behavioral control, tourists indicate that they have enough time and energy to appreciate the 99-stage ladder painting, which is the most eye-catching spot of Sanyi painting.
Means Analysis
Independent samples T test was adapted to gender, and for the other demographic items, one-way ANOVA with Scheffe's test of post-hoc comparisons were conducted, which indicate whether the demographic characteristics were very importantly different in statistics for each construct. For understanding tourists' intention through Means Analysis, the results were shown that among the six demographic items, there is no different of intention among attitudes, subjective norms and perceived behavioral control.
Regression Analysis
Based on linear regression, as Table 4 showed the results, the standardized regression coefficient of the construct of attitudes, subjective norms and perceived behavioral control to intention were 0.786, 0.772 and 0.761respectively. All the results were statistically significant. According to multiple regression, attitudes, subjective norms and perceived behavioral control were statistically significant, and therefore the hypothesis of H1~H3 could not be rejected. As a result, the tourists' attitudes, subjective norms and perceived behavioral control positively affect the intention of visit the paintings of Sanyi. In particular, attitudes has greater effect on tourists' intention than the perceived behavioral control, toward the behavior and subjective norms. Mediation effect of attitudes was examined with respect to criterion proposed by Baron and Kenny (1986) .Compare the results given in model 2 and model 4 in Table5,the standardized regression coefficient of subjective norms decreased from 0.772 to 0.441, after adding attitudes in regression model. Attitudes was still significantly positive effect on intention in model 4. As a result, the tourists' attitudes has a partial mediation effect on the relationships between subjective norms and intention. Hence, the hypotheses of H4 and H6 were not rejected. Mediation effect of perceived behavioral control on the relationships between attitudes toward the behavior and intention was found through analysis. Compare the results given in model 2 and model 4 in Table 6 , the standardized regression coefficient of subjective norms decreased from 0.772 to 0.469, after adding perceived behavioral control in regression model. Attitudes toward the behavior was not significantly positively effect on intention in model 4. As a result, the perceived behavioral control has a partial mediation effect on the relationships between subjective norms and intention. Hence, the hypotheses of H5 and H7 were not rejected. 
Conclusions
The results of factor analysis, reliability analysis and regression analysis in this research show that the standardized regression coefficient of each constructs to intention from the highest to the lowest were attitudes, subjective norms, and perceived behavioral control. The standardized regression coefficient was respectively given by 0.786, 0.772, 0.761, showing that the attitudes was the most important construct influencing the tourists' intention to visit the Sanyi painting. We could tell the tourists' cognition that visiting the painting village can relieve the pressure in life, create the happy moods, and increase the time being with family or friends. The construct of subjective norms indicated that friends and family would influence the tourists' intention to visit the Sanyi painting. Furthermore, the reports by mass media and online referrals would influence tourists' intention to visit. The construct of intention showed that if the tourists were satisfied with this journey, they would be willing to visit again, to recommend the painting villages to their relatives and friends, and to recommend the tour destination on the Internet. The suggestions from important people as well as the reports by mass media and online referrals have positive influence on the tourists' willingness of visiting. The results of semi-structure questions showed that most of the tourists visit other painting villages in additions Sanyi, such as the paintings " Rainbow Village" in Taichung, "Cat world" in Chiayi and so on. In other words, tourists would like to visit painting villages if they are available. The tourists also suggested that improvement of hardware construction, including handrail, chair, rest areas, guiding signs and so on is needed. Since most of the tourists do not know Sanyi is a cittaslow, it is necessary to do the promotion of the township and create issue which could help with tourists knowledge of Sanyi painting and its distinctiveness.
